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Authoritative, concise, complete, this 140-page 
pocket-size Handbook is practically an encyclopedia 


of envelopes and envelope usage 


Tells how to pick the right envelope for every job . . . 


shows you how to a ) 
how to save time and money, increase efficiency 


and profits through correct envelope usage 
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Tell it to Kimberly-Clark 


An idea exchange service for 


Discovers foolproof key number system 


experic 


them — or help them ? 


tnntled Tne Yes 
WKBM 


mail advertising 


advertisers and buyers of printing 


lone We hope the solution is Our new 


monthly newsletter mailing. A digest of 
the current news trom trade publications 
and other sources, designed as'a “‘ser 


vice’ to our busy agency and advertiser 
triends. True we get in a tew plugs for 
WBBM, but at the same time, we believe 


n those on our mailing list 





And although we've never been able to 


measure the eftectiveness of any direct 


we've also never had 


anyone thank us for it—until now 


David Kimble 
Station WBBM, Chicago, 





Do you have an item of interest? 
Tell it to Kimberly-Clark! 


All items become the 
property of Kimberly 
Clark. For each pul 
lished item, a $50 De 
fense Bond w 

awarded to the sender 
In case of similar con 
tributions only the 
first received will be 
eligible for an award 
Address Idea I 
change Panel, Room 
2, Kimberly-Clark 
Corporation, Neenah, W 


As paper is still on allocation, please 
help prevent the shortage from spreading 
further. And remember —you add crisp 
freshness and sparkling new sales appeal 

all printing jobs—at less cost, with 
less waste when they're done on fully- 
coated Kimberly-Clark printing papers. 


Use them whenever possible 


Kimberly-Clark Corporation cs. wisconsin 


Quality Machine-Coated Printing Papers 


Hifect* Enamel 


Lithofect* Offset Enamel 


Trufect* Multifect* 
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an envelope that will 
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One Advertising Man To Another 


About the cover: Joe Gangelhoff, Department 

: a eee ae of Public Services of General Mills, Inc., 400 
to yourself to purcnasé Second Avenue South, Minneapolis |, Min 
Supples envelopes, tne nesota supplied us with the unusual cover 
for our September issue. To get the meaning 
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ais ii » iti t Urlioe ating story on page 21! This is a new 
vehicle for direct advertising. The employee 
shown in the picture is stuffing balloons with 
printed cards which are carried by the wind 
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biggest printed promotional campaign of ail 
times the crusade for freedom. Read 
the story and you will be proud of American 
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@ WHAT... NO KITCHEN SINK? An 
outfit in Lafayette, Indiana is issuing 
a circular which offers the most amazing 
proposition in the direct mail field. A 
complete plan and all sales copy for 
$5. Here is what the offer includes: 
Study and Analysis of your proposi- 
tion; Exclusive built-to-order selling 
plan: Copy for advertisement (if need- 
ed): If no ad is to be used, then advice 
on mailing list: Copy for strong, high 
power sales letter: Copy and layout 
for circular: Complete letter of advice.” 
How could anyone with the know-how 
do so much for so little? 


@ STATISTICS ARE SURELY CONFUS- 
ING. On August 10, 1951 Printers’ Ink 
released its annual chart and description 
of U. S. advertising volume. The statist- 
ics are now compiled by Robert J. Coen 
of McCann-Erickson. Inc. For another 
year, the statisticians refused to accept 
the figures issued by the Direct Mail 
Advertising Association. The reasons 
for the refusal are rather vague. Instead 
of $918-plus million for direct mail. re 
leased by the DMAA,. the statisticians 
have figured direct mail at $803 million. 
But what's $115 million difference, 
between friends. Direct mail is allotted 
14.1% of the national advertising vol- 
ume. But “miscellaneous” (whatever that 
is) is credited with 18.3%. “Miscellane- 
ous” may include some borderline direct 
mail or direct advertising. We can't see 
what the argument is all about. This 
reporter believes the DMAA figures lean 
backward to be conservative. The for- 
mula on which they are founded is 
sound. So why should the statisticians 
knock off $115 million ... without any 
statistics to back up their reduction? It 
doesn't make sense. 


@ A PROPORTIONING RULER is now 
available. It should eliminate many of 
the headaches of house magazine edi- 
tors and layout people who must figure 
the final sizes of reduced or enlarged 
photographs or drawings. No more need 
for diagonal calculations, algebraic 
equations or logarithmic scales and 
charts. This new ruler works completely 
automatically. You set two indicators 
to the length and the width. Move one 
to the desired reduction. Other indicator 
automatically shifts to the exact meas- 
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urement. Same ruler also figures per- 
centages of reduction. You can find out 
all about it from the Empco Manutfac- 
turing Company. 13 North Virginia Ave- 
nue, Atlantic City, New Jersey. The 
Empco Proportioning Rule is precision 
built and sells for $17.50. 


@ ANOTHER INTERESTING AND HELP 
FUL LETTERHEAD PORTFOLIO is 
availabie from W. C. Hamilton & Sons, 
Miquon. Pennsylvania. The style spec- 
imens in the portfolio were designed by 
Harry J. Oshiver. well-known Philadel- 
phia typographer. He was commissioned 
to set nine letterheads from all type. 
Same copy is used on all letterheads 

. but type design is different. It's a 
perfect job and should give many of 
you some usable ideas. 


@ SPEAKING OF POETRY. as we did 
several times last month . . . Ciba 
Pharmaceutical Company (Summit. 
New Jersey) have been using some 
catchy. illustrated, poetic postal cardz. 
Here's most recent rhyme to doctors: 
An old lady. with truth to delight us. 
..» Said “I generally scratch where the 
bite is” But her scratching. we 
mused, ... Could not be excused... . 
For she seldom would itch if promptly 
she used .. . Pyribenzamine Cream for 
pruritus. 


—- 
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@ THE PRINTING INDUSTRY of America 
Convention will be held at the Statler 
Hotel in Boston on October 24th to 
27th. 


@ THE ADVERTISING BUSINESS is 
the name of a valuable 6 by 9 inch. 
32-page booklet just issued by the Ad- 
craft Club of Detroit, 2237 Book Tower. 
Detroit 26, Michigan. Write to Secretary 
-Manager Harold Hastings and ask for 
a copy. It should be in your idea file. 
Was written for the Adcraft Club’s 
Committee on Education by Albert D. 
Conkey. Ph. D.. president of Wolfe- 
Jickling-Conkey, Inc. Booklet is being 
supplied to vocational counselors in 
the Detroit public schools and to busi- 
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Instantly Changeable Type 


ALL STYLES...ALL SIZES... 
AND ALL LANGUAGES, TOO! 


Now you can produce that catalog 
or house magazine—or price list 
and instruction manual—at a frac- 
tion of your former cost—and with 
a quality comparable to professional 
type jobs. Look at this type job... 
it is only a sample of what you can 
do. Savings?—Let us show you how 
much—send for the complete story 
in pictures and samples. 


DSJ VARI-TYPING...! 


RALPH C. COXHEAD CORP. 
720 Frelinghuysen Avenue 

ew , J. 
Please send me Vari-Typer Booklet <A17 
Nome 
Compeny 
Address 

Zone State 


a | 








FREE BOOKLET 
Courtesy Pays Off 


Write today—use business 


letterhead, please 


They Give Your Letter a 
Second Look when it's on 


WATERMARKED 


Fox RV ER 


*Cotton-fiber makes 


| BUSINESS, SOCIAL AND ADVERT 


the finest 


Look through the paper 


see the 


Fox RiVer . 


VK 


MAME OF QUALITY 
WATERMARKED IN EVERY SHEET 


SING PAPERS 


ness executives who need this sort of a 
guide to show to young people who 
think they want to get into the business 
of advertising. Booklet is interestingly 
written . and gives a fast-moving 
visualization of the advertising fields 
and the various types of job possibilities. 
Congratulations to all concerned! 


@ ELECTRONIC SECRETARY: Auto 
matic answering machine, answers the 
phone when the office is closed, tells 
caller when the boss will return, where 
he can get service in case of emergency 
takes messages. Easy to install, not 
connected with the phone. just plug it 
in. An extra feature: serves as portable 
dictating machine. (Electronic Secretary 
Distributors. 8114 W. National Ave. 
Milwaukee 4. Wisc.) 


@ CLEVER PROMOTION IDEA was 
developed by Smith Envelopes. Inc 
2460 East Grand Boulevard, Detroit 11 
Michigan to tie in with Detroit's 
250th Anniversary celebration and with 
Smith's 3lst Anniversary. This reporter 
received a sample of the 5 by 8 by 8 inch 
carton which went to all Smith's custom 
ers and prospects. Inside was an old 
fashioned saucer and cup with appro 
priate wording baked in gold. The cup 
was a replica of an ancient mustache 
up with protective inner shield. To 
make it all the more realistic, five die 
ut cardboard party mustaches were 
inclosed in the package. Proving again 
that contacts by mail have practic 
ally no limitations in format. 


@ THE WORLD'S LARGEST SINGLE 
ORDER for stop watches .. . 4500 of them 

was placed by Westinghouse Elec 
tric Appliance Division. No American 
manufacturer could fill such an order in 
the time limit allowed. so they are being 
imported from Switzerland. Watches 
are being supplied to Westinghouse 
range dealers this fall to be used for 
the purpose of dramatizing the “Red 
Hot in Thirty Seconds” feature of the 
company's electric ranges. 


@ SUPPLEMENTING ITEM ABOVE 
Gadgets of all kinds are being used in 
increasing numbers by mail advertisers 
The Federated Purchaser, Inc., 66 Dey 
Street. New York 7. N. Y.. have been 
mailing a series of wire type puzzles 
The Your Name Cigarets Company 
125 West Hubbard Street, Chicago 10 
Illinois have been furnishing many 
businessmen with personalized cigarets 


. the cigarets and the package are 
imprinted with the name of the company 
or with a selling slogan. 

Professor George Miles (trick expert) 
201 East 46 Street. New York 17. N. Y. 
tells us he is supplying many large 
national advertisers with all sorts of 
puzzles and paper tricks . . . for use 
either by salesmen or in mailing pieces. 
On a recent trip to Chicago, this re 
porter dropped into the headquarters of 
one of the largest supp’iers of magical 
tricks. You should see their 350-page 
catalog. If interes'ed. write to the Na 
tional Magic Company. 119 South State 
Street. Chicago 3. Illinois. Many busi 
nessmen, for some reason or other. seem 
to be interested in magi« . and they 
are buying magic items for use in sales 
work to the tune of millions of dollars 
a year. Even the magic business itself 
is a fascinating business. It is conducted 
nearly entirely by mail. Some of these 
days we hope to have a complete story 
on the use of magi n salesmanship 


eee 


@ ADD TO <1 CLUB. R. A. Chandler 
of Chandler Hardware Company tells 
us that his company has the <1 permit 
for business reply mail in Sylvania 


Ohio 


@ FOR A REALISTIC FOLDER 

write to the Advertising Department of 
the Norton Company. Worcester 6. Mass 
achusetts and try to get a copy of a 
four-page circular just released to 35.000 
users of grinding wheels. The front page 
shows seven different types of grinding 
wheels. It was produced by the Norton 
abrasive printing process. It has the 
actual touch of a grinding wheel. Inside 
of folder is newsworthy too. Increased 
activities in defense plants have 
brought a greatly increased demand 
for know-how literature of all kinds. The 
Norton circular offers sixteen different 
booklets of know-how literature. Also 
offers a series of eight sound-and-color 
motion pictures to be used for educa 
tional training in grinding 


@ JEANNETTE ROBINSON. secretary 
of the Mail Advertising Service Associa 
tion. has set us straight about the 
attendance promotion campaign for the 
Convention which starts in Milwaukee 
on October 13. Gordon Morrison of Texas 
(whose campaign was mentioned last 
month) is only one of 28 regional attend 
ance promotion chairmen. According to 
Jeannette, they are all doing a wonder 
ful job. Lew Fink of Baltimore is the 
national chairman. The 28 regional 
chairmen are working with him. Start 
ing early in June 
been going full-swing all through the 


. the campaign has 
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summer. Up to September 1. a total of 
48 mailing pieces have been issued by 
the various promotion chairmen. In ad 
dition a series of 6 letters have 
been mailed to the entire MASA list 
by Trayton Davis of the Milwaukee 
committee. With all that pep and vin 
egar behind the promotion .. . it is no 
wonder that the MASA convention in 
Milwaukee is a sell-out. 


eee 


@ WHOOPS! Just learned that the art- 
icle on page 30 of August issue, headed 
“How's Your Direct Mail I. Q.?” (credited 
to a lettershop in California) should have 
been credited to the creator . . . Bob 
Stone of The Nationcl Research Bureau, 
415 North Dearborn Street, Chicago 10, 
Illinois. We always try to give proper 
credits . . - but it's difficult when our 
source doesn't include the original 
source in the write-up. 


— 
eee 


@ WE GOTTA KICK out of seeing a 
letter received by a prominent creator 
of unusual mailing pieces from the Post 
Office Department. A piece (already 
mailed) was declared unmailable. 
Everything was wrong. A self mailer. 
Had two die-cut windows. Only one 
allowed (for address). Had no return 
card in upper left corner. Card showing 
through window in too dark a shade. 
Clerks couldn't read addressing. Win- 
dow in wrong place. Clerks couldn't 
make notations for returns. Card too 
thick (heavy) to meet wth postal re- 
quirements. In other words .. . every- 
thing was wrong. Be careful of your 
use of window type mailing pieces. 
Must conform to regulations. We know 
of one mailer who got in dutch unwitt- 
ingly with two million pieces which 
were unmailable. 


eee 


@ DOES ANYONE HAVE an extra copy 
of the December 1949 issue of The Re- 
porter kicking around? If you do, send 
it to John Yeck. Talbott Building, Day- 
ton 2, Ohio. He is trying to get a 
complete copy of all the issues of The 
Reporter in which his articles appeared. 
December 1949 is completely out of 
print. 


@ THIS REPORTER felt pretty proud 
last month out in French Lick, Indiana. 
Met Leslie Shively. University of Louis- 
ville, Louisville. Kentucky. He pulled 
out of his pocket a July 1939 issue of 
The Reporter. Brought it along to the 
alumni secretaries convention .. . to 
check up and see if we had changed 
our speech much in the intervening 
years. 
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What’s your favorite flavor? 


e@ Of postage stamps, we mean . 

Once you've tried meter stamps, vouw'll 
never want any other kind! Thev re 
goo-less, don’t need licking or 
sticking, don’t have to be separated, 
counted, or Kept in tin boxes 

Because you print them right on your 


mail with a postage meter. 


@ The DM is the desk model postage 


meter for the small office or busines . 


PITNEY-BOWES 


It prints postage as you need it, any 


amount, for any kind of mail. Prints 
a dated postmark at the same time, 
and, if you like, a small ad 

@ The meter holds all the postage you 
want to buy—protects it from loss, theft 
or damage. Keeps its own records has a 
moistener for envelope flaps, supplies 
Ask our 


postage for parcel post 


nearest office, or send coupon tor free 


llustrated booklet 


Postage Meter 


PLINEY-BOWES 


4 S 


Send the hook 


Nan 
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SAVE TIME 
AND MONEY! 
TIE BUNDLES 

AND PACKAGES 
THE EASY WAY 
WITH THE FAMOUS 

SAXMAYER 
NO. 6 TYING 

MACHINE! 


Latest addition to the SAXMAYER 
line is this highly efficient general 
purpose machine especially suited 
for tying such things as mail in 
direct mail departments. Using 
either twine or tape, it ties all 
shapes and sizes of packages up 
to 6 inches high. Attractively 
finished in enamel with white 
porcelain top. Legs furnished at 
slight additional cost. 

Whatever your tying problem 
there's a SAXMAYER to meet 
your requirements. Write for il 
lustrated folder describing 20 
standard SAXMAYER Models 
serving over 100 different in 
dustries. 


DEPT. A 


NATIONAL 


BUNDLE TYER COMPANY 
Blissfield, 
Michigan 








@ A DIGEST OF COLOUR PHOTOG. 
RAPHY has just been published by 
Brigdens Limited. 160 Richmond Street. 
West. Toronto, Ontario. Canada. A 
28-page. 5'/, by 72 inch booklet .. . 
to help customers from going into men- 
tal tailspins when such words as flex- 
ichrome, ektacolor, carbro, dye transfer. 
wash-off reliei. transparency. etc. are 
mentioned. In order not to waste circu- 
lation. Advertising Manager E. H. 
Simington mailed letters with a reply 
card to a mailing list of 2500 names. 
Olfered to send the booklet free of 
charge. He received 650 returns. It's a 
fine job. 


@ TWO OLD FRIENDS passed away 
during the past month. Both were early 
starters in creative and production di 
rect mail companies which bore their 
names. Guy Burroughs died on Sunday, 
August 12. at his home in Palos Verdes. 
California. John M. Low died on August 
13. in Chicago. Ill. Both from heart at 
tacks. Both were a real credit to the 
direct mail industry. and they will be 
missed. 


@ A CANADIAN DIRECT MAIL LEAD- 
ERS CONTEST is again being sponsored 
for the eighth successive year by Prov- 
incial Paper Limited. 388 University Ave- 
nue. Toronto 2, Ontario, Canada. The 
contest is exclusively Canadian. It is 
confined to direct mail advertising ma- 
terials sponsored, designed and pro 
duced in Canada between September 
1, 1950 and August 31, 1951. Closing 
date for entries is October 1. Twenty- 
five campaigns will be selected by the 
judges. For complete details write to: 
Lee Trenholm of Provincial Paper. 


@ THE TREASURY'S DEPARTMENT Di 
rect Mail Committee, headed by Earle 
Buckley of Philadelphia. is again at 
work. Members of the nine-man com 
mittee have been writing letters to 
cover all of the phases of the new bond 
selling drive. Portfolios containing all 
of the letters will be distributed to 
Treasury District Offices during Sep- 
tember 


@ THOSE READING-EASE CALCULA.- 
TORS we mentioned several months 
ago are manufactured and sold by 
Science Research Associates, now lo- 
cated at their new address—57 West 
Grand Avenue, Chicago 10. Illinois. 
Ira S. Glick. information director, wants 
us to “get him off the hook” by explain 
ing the details. The celluloid, wheel- 
type calculators were developed by 
General Motors. They are priced at $2 


each ($1.50 each in quantities of 3 or 
more). The Rudolf Flesch booklet. “How 
to Read Better.” costs 40c each (3 for $1). 
They can be purchased separately, or 
the two can be purchased for $2. 


@ FIVE NEW DIRECTORS for the Direct 
Mail Advertising Association will be 
elected at the Milwaukee Convention 
on October 17. The nominating com- 
mittee, composed of Leonard Raymond, 
George McKiernan and Dale Wylie. 
have presented the following slate to 
fill three-year terms: Walter J. Berkowitz. 
Secretary-Treasurer. Tension Envelope 
Corp., 19th and Campbell Streets, Kan- 
sas City 8, Missouri: W. Bayard McCoy, 
Sales Manager Stecher-Traung Litho- 
graph Corp., 274 North Goodman Street. 
Rochester 7. New York: Charles S. 
Downs, Vice President. Advertising and 
Public Relations. Abbott Laboratories, 
North Chicago. Illinois; Frank Gerhart. 
Advertising Manager. American Type 
Founders, 200 Elmora Avenue. Elizabeth. 
New Jersey: Viola Noble. Advertising 
Director, Clarke's, 317 South Main. 
Tulsa 3, Oklahoma. 


@ DIRECTVERTISING has been sug 
gested as a substitute for Direct Mail 
Advertising by J. J. Sindler of Spir-It. 
Inc.. Malden 48, Massachusetts. It 
would save two syllables and six let- 
ters. But such terminology might meet 
with objection. Some people think we 
should drop the word “advertising” be- 
cause all direct mail is not always ad 
vertising. Others think we should drop 
the word “mail” because a lot of printed 
selective promotion is delivered by 
means other than the mail. The argu- 
ment goes on and on. 


@ RABBIT HABIT REPORT. As a result 
of the Rabbit Habit story in the August 
issue ... we have been getting a few 
reports on how others have used the 
rabbit habit idea. Jane Sands of the 
Commonwealth Secretarial Service, 1105 
Commonwealth Avenue. Boston 15. 
Massachusetts. tells us that she encloses 
a multigraphed postal card in every 
packaged order. The postal card thanks 
the customer for the job ... and asks 
for the name of a friend or business 
associate who may be interested in 
such services. Many of the cards have 
been returned. Jane has followed 
through. Many have resulted in new 
customers and new orders. 

Miss Jay Dennis of the Seamen's 
Church Institute of New York, 25 South 
Street. New York 4, N. Y. .. . reports 
on their rabbit habit form. Printed on 
the back of all contribution blanks is 
this message: “With the understanding 
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that my name will not be used unless 
authorized), I suggest the following as 
possible contributors.” Then a space 
for three names and addresses. Ac- 
ording to Miss Dennis. this form has 
helped Seamen's Church Institute to 
build a very productive list. It is called 
“NTC” (new-thru-contributors). The 
material sent to this list “outpulls” in 
percentage of average contribution any 
list that has ever been bought. rented 
or otherwise compiled. So the rabbit 
habit actually works. 


@ ROBOTYPER CORPORATION, man- 
ufacturers of automatic typewriters, re- 
cently moved to new headquarters 
at 125 Allen Street. Hendersonville, 
North Carolina. President Bob Mocre 
staged an “open house” party on July 
20. More than 1200 visitors attended. 
inciuding some from Canada. New Eng- 
land, Alabama and Florida. Moves to 
“the country” are becoming increasing 


ly popular. 


@ ALSO MOVING but not to the coun 
try ... our old friends at Addressing 
Machine & Equipment Company. Tom 
Darling has announced the company 
has purchased a building at 326 Broad- 
way. New York 7, N. Y.. where they 
will have a permanent display of all 
types of office, duplicating and mailing 
room equipment. 


@ FLORIDA HAS A NEW MAGAZINE 

. and it looks good. This reporter 
has been suggesting such a thing for 
many years. The name is “Florida 
Speaks.” Publisher: Louis J. Boeri. Ed 
itorial offices: 852 Seventh Avenue 
North, St. Petersburg. Florida. Will be 
published four times a year. If the 
editors maintain present excellence and 
coverage .. . Circulation Manager 
Verna M. Shaub should have fine re 
sults with her direct mail. 


eee 


@ AN EYE-WINNING TECHNIQUE is 
used by the editor of “General Topics” 

. the monthly, two-page. 8'/, by 11 
inch house magazine of the Genera! 
Paper Corporation. 1415 Brighton Place. 
Pittsburgh 12, Pennsylvania. It’s a bul 
letin of information and comment about 
paper, advertising and printing. It's 
an offset job from justified typewriter 
composition and it's jammed with copy. 
Each issue contains just one short item 
or article of general interest in the 
printing or advertising business. Oc 
cupies about three-quarters of one col 
umn in the two-column page. The rest 
of the issue is devoted to personalities 
in the advertising and printing business 
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YOUR GOOD FORTUNE... 


INCREASED READERSHIP 
THROUGH 


PERFECT OFFSET RESULTS 


. 


with REMINGTON RAND PLASTIPLATES 


Here's a prediction you can bank on. .. Remington 
Rand Direct Image and Photographic Plastiplates 
will give you direct mail pieces with brilliance and 
life . .. sales messages that just “beg” to be read... 
and all at important savings to you! 

Plastiplates no-grain plastic surface makes them 
the nearest thing to stone lithography for direct mail 
use. On each one of your printed pieces, Plastiplates 
assure faithful reproduction of every detail, captur- 

ng the whole of a line image . . . al/ the dots in a 
halftone. 

Your printer, too, will appreciate Plastiplates, be- 
cause they are so simple to process, self-cleaning and 
easily filed for excellent re-runs! 


Make the PLASTIPLATE 


Press Test...Today! 


To convince yourself of Plastiplates’ superiority, 
make a FREE TRIAL. We will furnish you or your 
printer with 3 FREE PLASTIPLATES so you can 
compare results. Write, or use the coupon. 


Remington Rand Business Machines and Supplies Division 
Room 2235, 315 Fourth Avenue, New York 10, New York 


s 
a 
at 


Folders describing 

PLASTIPLATES 

and PLASTIPHOTER 
yours for 

the asking 


Please send me 3 free Plastiplates Direct Image Photographic 


Plastiplate folder (DS 62) [j Plastiphoter folder (DS 72) 


My duplicator is a Model No 


I use a typewriter with a Fabric Carbon Paper Ribbon 


Nome___ Company _ 
Address 
City 
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around Pittsburgh. We counted the 

you USE items in the August 1951 issue. There 

were 41 separate items. but many of 

them included the names of more than 

PRINTI NG and DUPLICATING one person or firm. A wonderful way 


—— to get people to read a house magazine. 
TOO Pere 
Include their own name. 


; CHANCES ARE YOU CAN CUT COSTS © as 


eee 


WITH 4— David Duet [| : 
(m7 avidson Mew dey aay fon 


Company. Inc., Bethpage. Long Island. 
The monthly report (four pages) is 
oe filled with short breezy items about 
‘ou can save plenty avoid costly who operate advertising doings throughout Long Is- 
e what you want when bvidson Dual land. Plenty of personal mentions. The 

it. Your Davidson Dual will this fast, star feature each month . . . reproduces 

j nical portraits of nine personalities in the 
ase news. with short biographies about 
them. A tie-up with a photographer in 
Garden City gives all those mentioned 
a new photograph. It's good promotion. 


letterheads, envelopes, orde 
ice forms, advertising litera- 


ity work black and white 





Prints both offset and 

And it will handle all your 

office duplicating, too, using low cost t Ly — 
paper masters. Let us show you how b. ; , eee 
the Davidson can pay for itself through 


direct s iVings Write for literature @ A TELEVISION SCRIPT was used as 


the unique format for a direct mailing 
to one million motorists from coast to 
| TRS SS Ee! coast by the Tire Division of B. F. Good- 
DAVIDSON CORPORATION rich Company. Accompanying letter 
A SUBSIDIARY OF MERGENTHALER LINOTYPE COMPANY was signed by Conrad Nagel of the 
149 4” West Adoms Street, Chicegeo 7, Ilinois Goodrich Celebrity Time program. Also 
accompanying the script was a sheet 
giving definitions for some of the most 
un-understandable terms used in the 
television business. The script was pre- 
pared by Batten. Barton, Durstine & 
Osborn. The idea was developed and 
the mailing was handled by The Reuben 
H. Donnelley Corporation. Said Ad- 
vertising Manager Glenn E. Martin: “I 
Specialists in tb ericemer : doubt that many mailing pieces have 
_—- CATALOG ever been so thoroughly read by so 


many people.” 











——> MERCHANDISE 
_—— POSTAGE SAVER eB 


eee 





——> OFFICE SYSTEMS 
an PACKING LIST ) @ SPEAKING OF RULERS .. . George 
° ° . Boesch of the Von Hoffmann Press, Inc.. 
Outstanding Service Sr 105 South 9th Street. St. Louis 2, Mis- 
————e COIN souri dreamed-up a tricky summertime 
mailing. Came in a peculiar size en- 
velope, measuring 8!/, by 2!/2 inches. 


Inside was a folder with: “Greetings 

from one liar to another fisherman.” 

a Enclosed was a ruler printed on rubber 

An Honest Fish Rule” . . . guaranteed 

THE HOUSE OF ENVELOPES ... AND ENVELOPE IDEAS! to measure any fish to any champion 
length you wish.” Clever copy on back 


you'd like to receive our brisk little publication “THE of ruler fished for business. 
POSTMARK you heve only to request it. Please use 
the coupon below 


AROEN CiTy 
@ KARL KOERPER recently visited New 
ENVELOPE Co. ; York and he and this reporter had a 


grand reunion. Karl was once upon a 

— Soocaab an. pain time a vice president of the Direct Mail 

Scan ee memamnaeang) Ning, Accson > wham he 
Please put my nome on “THE POSTMARK" moil 1 — 

ing list printing and when we were all cru- 

sading boisterously for the proper recog- 

nition of direct mail. But he left the 


Company 


ml ! 
! 


Address 
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direct mail ranks and went into radio 
, becoming general manager of 
Station KMBC in Kansas City. He has 
just resigned that post (held since 1938) 
to become vice president of the Kansas 
City Power & Licht Company. He will 
have complete charge of all sales, ad- 
vertising. publicity and commercial de- 
partments. Karl wanted us to say 
“Hello” to all his direct mail friends. 
He has never forgotten the steps of 
the ladder on which he climbed to 
success. 


eee 


@ DRAMATIC COORDINATION of di 
rect mail and trade paper advertising 
was accomplished by the American 
Stove Company. 1641 South Kingshigh 
way. St. Louis 10, Missouri. They ran 
a 28-page. 2-color supplement insert 
in “Gas Appliance Merchandising” (a 
Moore publication). It is claimed to 
be the biggest gas range advertisement 
ever published by a single manufac 
turer. 18,000 copies were included in 
the regular August issue of the maga 
zine. and therefore reached all sub- 
scribers. 20.000 copies were dis 
tributed by mail to dealers and sales 
personnel, with thousands of extra cop 
ies going to gas utility and association 
executives. Campaign was handled 
by Krupnick & Associates, advertising 
agency in St. Louis. A smashing and 
impressive job. 


@ THOUSANDS OF TV OWNERS in 
the Pittsburgh avea recently had presses 
rolling in their living rooms for the first 
time in their lives. The William G. 
Johnston Company. Pittsburgh printers 
joined in a “Pitt Parade” program over 
WDTV. The public was given a chance 
to see how a printing plant operated. 
Good public relations. Incidentally. the 
William G. Johnston Company is headed 
by Robert H. Caffee, who this year is 
president of the Printing Industry of 
America. 


@ THE ADVERTISING FEDERATION OF 
AMERICA (330 West 42 Street. New 
York 18. N. Y.) has just released an 8'/; 
by 11 inch, 32-page report, “Highlights 
of the 47th Annual Convention.” held 
in the Chase Hotel in St. Louis. June 
10-13. 1951. Copies can be obtained 
from the AFA for S0c ... as long as 
the limited supply lasts. 


@ BART HYDORN. advertising director 
of “Fortune,” 9 Rockefeller Plaza, New 
York 20. N. Y.. deserves some sort of 
pat on the back for the way he tied 
in with the recent convention of the 
National Industrial Advertisers Associ 
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how to select the best 


Letterhead 
for your business needs 


You probably make more important contacts per 

day by letter than you do in person. This common fact spot-lights 
the importance of your business stationery—it is the background 
of business impression for your message. 
To help you select or design the best letterhead for your business 
needs, Neenah has developed an original service which is free to 
executives. The basic principles of good letterhead design are 
described and illustrated in a portfolio... 


The Psychology of Business Impression 


A Test Kit of 24 letterhead treatments is included. The letterhead preferences 
of business and professional men are reported and tabulated on Opinion 
Cards to guide all participants in the test. To secure a copy of this portfolio 
and the Letterhead Test Kit, ask your printer, engraver, or paper merchant. 


If you prefer, write on your business stationery direct to us. 


Lenah 


a we ae 


The New NEENAH LEDGER PATTERN KIT 


-+.a portfolio containing 
useful data for designing 
special forms: ruling 
guide, punching and per- 
forating guide, ledger 
selection chart, color con- 
trol ideas, and other val- 
uable service data. Ask 


for a free copy 


NEENAH PAPER COMPANY 
NEENAH, WISCONSIN 








Beneath Dull Jackets 
an Undiscovered Fortune 


John O'Reilly, a South African trader, 
the lated home of Van 


It was the year 1867 
stopped to spend the 
Niekerk, a Boer 
As he watched his host's « dren at play he 
their makeshift toys a handfu { “prett 
picked up from the nearb 


night at 

farme 

was attracted by 
y” pebbles 


f the pebbles... 
i f other 


The children gladly re 

which ked little differs the thousar 
nes which littered t 

; were confirmed. The 

noticed until then was a 22% 

diamon discovery was to the history 

th Africa... and of the world! 


How many va 
these diamond 
they are enc! 
and money } 
to save a few pennies 


In Capetown O'Rei 
pebble”, whi 

arat 
f Sou 


change 


jable catalogs and mailing pieces lie .. . like 

in-the-rough iendiscovered because 
ed in “dull jackets”. A wealth of time, talent 
ired into an expensive mailing ... then wasted 
on the envelope 


Make 
is something 


m sparkle 


’ Here 


Bring your catalogs to life give the 
them vy: “Here is mething valuable 


when you 
how to put 
ip to the 
readership! 


your mailings will be discovered 
in a Tension envelope. Tension know 
envelope. How to make it measure 
ret past “front gates” and invite 


for every business use 


CoRP. 


. “Ol Southwest 


TENSION ENVELOPE 


Ve TORTES ' 
=t. Louis 10 ” ‘ MM 


York 18 
* 1912 Grand 


Des M City & Me 


Over 


Even a flood can’t drown “the Kansas City 


HOW TO MAKE 
ENVELOPES “SELL” 


Time after time tests prove that “dressing 
up” the envelope miraculously increases re- 
sults. For instance: 


MAGAZINE UPS RETURNS ALMOST %s 


EA 


Testing a “blind” corner card against an 
illustrated envelope, (see above) a well-known 
magazine discovered: 


The Illustrated Envelope Pulled 31.4% 
MORE Orders! 














NURSERY ENVELOPE PAYS FOR ITSELF 


rc 


A well-known mail order nursery printed a 
special offer on its envelope. This offer was 
not repeated in the catalog. Profits from 
sales of this offer more than paid the total 
cost of envelopes. 


THIS COUPON WILL BRING 
YOU MORE INFORMATION 


MAIL IT NOW! 


Tension Envelope Corporation 
(Factory Nearest You) Dept. H1 

Send me my free copy of ENVELOPE 
ECONOMIES...Tension’s periodic publication 
of suggestions and ideas for making mail 
more effective 


Name 


Firm 


Spirit” ... it's getting the job done! 





COME ON IN 
THE WATER’S 


by Horace Blitz 





REPORTER'S NOTE Some of you may re 
member the story » March 1950 Reporter 
about “Three Men on a Horse How they 
built a nation bu s from a small le‘ter 

2p operati n Atlantic City We finally 
induced one of the three to give you some 
of his ideas about direct mail So here is 
Horace Blitz, who in real life doesn't look 
nearly as sober and serious as his picture 
His partners. Jim Dooley and Cliff Lee won't 
et him Horace’s English teacher at Atlantic 

ty High Sch« suggested he try out for 
the editorshir the school magazine He 
did with the re t thet it landed him in 
urnalism for while: then schooiing at 
Dickinson in Carlisle, Pa He is Secretary 
Treasurer of Atlanti Advertising. Inc 24 
South North Carolina Ave Atlantic City 
New Jersey in charge of direct mail 
plenning and opy which have won hall 
a dozen nation swards for his firm. Enjoys 
fishing. a charming ife and a boy and gir! 
ll and 12 Spare time activities include 


newspaper columning in Atlantic City 

















N ] of a series of people YOU 
0. have on Your Mailing List. 


With him, it's “who cares?’ when 
reply cards are mixed, mislaid or 
misdirected. But he can't mix or mis- 
lay a REPLY-O card it's always 
with the letter! Be safe! Use REPLY-O 
LETTER. It carries your (already 
filled-in) reply cord in an exclusive 
slip-out pocket—needs no pencil 
pen or fill-in 

Whether your mailings are to indi 
viduals or organizations, your 
returns will be better with REPLY-O 
LETTER. Example 


Wher fin 


Send for somple letters and free copy 
of “IT WAS ANSWERS HE WANTED 


USE THE 
REPLY- 0 


LETTER 


wre REPLY-O 


PRODUCTS COMPANY 


150 WEST 22nd ST. NEW YORK 11 
Sales Offices 
BOSTON CHICAGO — CLEVELAND 
DETROIT — TORONTO 


git t slo OUR VION 
PORTANT STOMER 
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I'm Jane Doe. There are about 
40.000.000 of us in this country 
and WE buy nearly 70% of all 
the goods and services sold 
each year We're always in 
terested in a good selling story 
WHEN IT’S TOLD TO US IN A 
FRIENDLY. DIRECT WAY 


PROSPECT LISTS—INDIVIDUALLY COMPILED. 


UP-TO-THE-MINUTE. 


VERSATILITY UNEQUALLED. 


. i ; na |e) I1KQ Ww l1¢ 
ke \\~ TOP SPEED AND ACCURACY. 
ee 


. Si °\ ~ UNLIMITED RESOURCES. 


COMPLETE MAILING and ADDRESSING FACILITIES 


EST. 1885. AGENTS IN ALL THE PRINCIPAL CITIES 


Sales Production 
W. S. PONTON, Inc W.S.PONTON of N.J_Inc 
50 East 42nd Street Englewood, New Jersey 
New York 17, N 











WHY NOT PUBLISH 
A HOUSE MAGAZINE? 


by Joseph A. Barnes, 


I 








REPORTER'S NO 

some sort of an 

house magazine 

Hillary Bailey's 

quiet from that 

Barnes with an 

Glue Company 

He formerly ftree-! 

tising Officer g r during World 
War Il illanov Sollege (B.S 
in Economics and Wharton Schoo U. of 
Pennsylvania M. B. A. in Marketing Is a 
member of DMAA and NIAA Accompanying 
his article were these comments Maybe I 
have dollar signs in my editorial eyes. but 
I just can't have time for vague prestige 
building when there's a buck to be made 
selling glue. shoelaces. magazines or what 
have-you In my mercenary of on direct 
mail advertising either SELLS or SMELLS 
You pays your money and takes your choice 


You'll enjoy his breezy article e hope 
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© Having Direct Mail Drag? 


Use Auto-typist Letters 
For Greater Results 


Auto-typed Letters Outpull 
Ordinary Form Letters 5 to 1! 


The external house magazine of the Perkins 
Glue Company, Lonsdale, Pao 





This fact-packed “case history” 
booklet shows how Auto-typist 
can help you with direct mail 
and other correspondence op 
erations. Mail coupon today! 





In addition to the Mode! 5020 
above, there are other models and 
styles of Auto-typist priced to 


fit the budgetory limits of every 


Model 5100. Spoce Model 5060. Duc! Model 5030. Single 
Saver. Compactcon Selector. Push but Selector. Push but 
sf t n minimum ton operation of ton operation of 5 
spoce needed. Ele 0 or more para te 20 complete let 
t typewriter of graphs. Fully auto- ters; avtomatic, full 
eration ex sively motic when desired pre-selection 


office. And they're bocked by 
more than 50 yeors of experience 


n building pneumatic equipment 


eee ee eee eeeeees 


AMERICAN AUTOMATIC TYPEWRITER COMPANY 
Dept. 29 614 North Carpenter Street, Chicago 22, Illinois 
Please send me your free booklet ‘How To Use the Auto-typist,"’ and descriptive literature 
NAME 
COMPANY 
ADDRESS 
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HOW HIGH IS YOUR 
LETTER - PRESSURE? 


Larry Brettner, 


\s 


YOU CAN'T AFFORD TO 
YET YOU CANNOT Al 
lO) WASTE TIME ON THI 
mN¢ BOOKS Book P 
HERE IS AN OUTSTANDING 
YO CANNOT \FFORD 
| \ i 








REPORTER'S NOTE: Some of you may not 
ike this article. But it should be printed 
Larry Brettner. at the request of this reporter 
made a study of 30( arrent pieces of mail 
promotion. This is his analysis. Perhaps it 
is wise for Larry to leave town until a few 
members of the New York Hundred Million 
Club cool off. Larry has left for Washington 
D. C. where he will be circulation promotion 
manager of American Aviation (1025 Vermont 
Ave.. N. W He has spent most of his 21 
business years in direct mail advertising 

creating a@mpaigns and promoting 
books. magazines. business services. He has 
worked as an assistant to the irculation 
manager for The Wall Street Journal ir 
ulation promotion manager of Modern In 
dustry and a mail promotion manager for 
the McGraw-Hill Publishing Company He 
has some good ideas on low pressure versus 


high pressure 
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Mail Order and Direct Mail Clinic 





lil S A SHAN 


Sidie’'WSo\  Qlder Folks Like to Shop by Mail 


I RE SCHUI i 


Mosely 
Bosto 


For a Mass Magazine 


XXXX 


Are YOUR 
records safe 


BOTH ways? 


GET RESULTS WITH RISING 
SECURITY for business records doesn't and tear of folding. thumbing, filing 
theft and long storage 
Call your printer today. He's ready 
of this remarkably 


stop with protection against fire, 
ind other risks. Be sure your records 


ire inscribed on Rising No. 1 Index to show you samples 


the paper that stands up to the wear rugged, smooth, uniform stock 


| WHEN YOU WANT TO KNOW 
---GO TO AN EXPERT! 


For a Book or Book Club | Rising No. 1 Index 


. 3 . | | White and four colors Rising Papers 


100% rag 





ISK YOUR PRINTER 
.. - HE KVOWS PAPER 


* 
3 
@ 2 sizes 
ao 


5 weights 
Mass 





Rising Paper Company, Housatonic 
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OOK 


For an Insurance Company 
, f With your okay 


Fund Raiser 


Your Christmas Letters Will Sparkle 


ON OUR COLORFUL HOLIDAY STATIONERY 


a7) C 
et 


i= , Wy) ~ airy 


: Pa 
ARTHUR THOMPSON & cuMPANY 


j 109 market PLAC 
Ly ne’s | 


‘} 
s 


be 
.) 


Trade Paper 
Instead \ GIFT FO 
AND IT’S BRAND NEW 


KK) W 





I 


OR THESE XXXXN_ ARI 
FREI 


— 
ee 
zy Sti Ngs 


Free rn 
™ ' (gap 


ARTHUR THOMPSON 4 COMPANY. 109 MARKET PLACE. BALTIMORE 2. MARYLAND 
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BURKE OF BABSON’S 
CALLS LIST BROKERS 


DIRECT-MAIL ‘MUST’ 
BALLOONS eee A NEW Famed Washington Service Relies 


On NCMLB Members For Steady 


DIRECT ADVERTISING VEHICLE oii oy cosent tist information 


Burke, Sales Manager for 
Washington Forecast, is out- 

) n in his appreciation of the serv- 
ces rendered by the members of the 
National Council of Mailing List brokers 
, s list procurement prob- 


Burke 


s pay off in find- 
service ...@ 
for business 

lear eye on 

You might 

or us would be 

experience has 

ist isn't so. 

ise were orig- 

1e urging of 

who are thor- 

t y yur require- 

ments e people have been more 

than mere hi s for us. They have 

been ‘bird-dogs’ and confidantes as 

well! And they relieve us of a vast 
quantity of burdensome detail.” 


Mr. Burke echoes the sentiments of 
thousands of direct-mail users who find 
the services of N.C. M. L. B. members 
irreplaceable, not only in the procure- 
pro sts for their own 

) it also in secur- 

ng income-producing rentals of the lists 
that they control and that are sought for 
rental by other non-competitive mailers. 


If you are one or the other if you wish 
to rent the lists of others or have a list 
of your own on which you would like to 
realize some income write today for 
the Council's brochure, “must be able to 
DOUBLE IN BRASS!” It lists all of 
the qualified brokers who are members 
of the N.C. M. L. B. and tells you how 
they operate to fill all of your list re- 
quirements. No obligation on your part. 


Loox FOR} NATIONAL COUNCIL OF 
MAILING LIST BROKERS 


a1) ’ 
THIS SEAL 200 W. 34th St., New York 1, N.Y. 
N.C.M.L.B. 20 34th St..N.Y.1,N.Y. 
Please send me ; py of “...must 
be able to double } rass” without 
b] my part. T4 
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DUPLISTICKERS 
are wonderful 
time savers 


WHEN DIRECT MAIL 
WAS VERY YOUNG 





REPORTER'S NOTE We are indebted to 
Edith M. Fisher. Editor of Covers Magazine 


FASTER THAN 2 ap aie ae aes ‘aioe 
ADDRESSING at 5, Albany. Oregon for lendin 


stration shown here 
; _ ENVELOPES ! to , he Although the origina 
ast Medern Method - anais ate rs 
—_— of Addressing Multiple , Pais 


Mailings, Catalogs, Samples, Etc. 





DUPLISTICKERS speed-up addressing, cut 
costs, increase efficiency. Typists address 4 or 
more copies in one operation. 33 labels on per- 
forated, gummed, letter size sheets. 25 sheets 
(825 labels) 60c pkg., at stationery stores 
White and 5 colors. Also available in special 
type for fluid duplicators eaaat 

Write for ting CO 

FREE Sample Eureka Specialty Prints 


Street 
Package 553 Electric 


Scranton 9. Pe. 


DUPLISTICKERS 


ore made only by 


Industrial List Bureau 
45 Astor Place, New York 3, N.Y. 





RA 
G oO 
os 
DIRECT-MAIL COMBINE-VELOPES 
The 4-in-1 Direct-Mail Sales Package 
Include Outgoing Envelope, Sales 
Letter. Order Form, Return Envelope 


Delivered Ready to Address. 


7 
Ts 


W rite 
THE SAWDON COMPANY, INC. 


ee ee ee es 


MADDERN, 


INC 


Charter Member 
National Council of Mailing List Brokers 
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Rn ir een. eee a 
recto totes ee, Aumann ADDRESSING 


a | 
ee ORANGE JUDD corron a prorRictoR. ~% zg 
4! Park-Row, New-York City. FF ight mee —- Reemeney fo 

” m “y > P \~ fet 
¢ 


rom Aa ae SERVICE 


We maintain a complete mailing 
list of all practicing physicians 
’ tk arranged by states and cities and 
am re ; by specialty groups. Addressing 
a : - ° ; 

. f ye Ay charges are low. 100°, post office 
Jliw-Serh, A pre C, 146 delivery is guaranteed on mail- 
p a ings made from our list. Orders 

Gypleconed promen t. > are handled within a few days. 
For some umknawn Carege, " Write for detailed counts and 


: ‘ " 
td J rag yet sar prom fhe rol 
is of po 
“ > 

’ 


prices. 


J : cf 
Lhe Adorduskliawal hey years ha ~ 
, 


reel Arorr anylaed a ee << aid ‘ 
f po : 
= se * Accuracy guaranteed 
4 ~ 


a” 
ner from fachairte (oar : a¢ 
pratt, adhe) hebr ” “eS Ag . , °L d . 
van Che prac ate ; ow cost addressing 
hice pe rod ee ® Write for counts and prices 
“ie . 


beget , 2 . ° 
oy x ® 72-hour service 


* Clean address imprints 


Fisher-Stevens Service | 


345 Hudson Street 
New York 14, N. Y. 


Inc. 











"FASTER ‘addressing without 
Machines, Stencils or Plates / 


a pe" PCs Bg ead trncteme 
; ¥ “4 olegare & reach $00000 ‘ —». . 
Su ‘5 roe ? Le ® ~ “ ‘ rT” Ff ramen ot wel ronracoat 
fos ‘ <2 ay 3 anckreselt! Will yew 
fare P Per > Parr 4 ad ore of he rece ber amel $ ‘ 
if porate uf for whe a boont vs hactased 


a 
rrrenw Pet. oneor laa’ thar, 4 
Any favor of Tet hind will speciale, egleerned rerun Three 
apncelle nt rucorletd are peculy Ze Jercdaleomece, ancl he pyr fer 
he ment pune mrernths will bewery food ¢ very wre y—{o Ke emeloaih 
Mh and enw<ly wrllyavethe haw o/A of even carrrdaneg @ A ew 
srpliorr AM Jacking your carly, anrot Miah f av orate ‘ ApS, 
arn “Jourd ory Truly, = 
; s hed 
é Pan Ge pect ey 
2 é an 


. FASTER duplicating for 
A renewal letter. Vintage 1864, written by the Editor of American Agriculturist. Wonder MAILING LISTS, FOLLOW-UPS with 
what people in 2038 will say of renewal efforts today? 


QOOe 


CARBO-SNAP s ao new 33-on 
gummed and perforated addressing 
label sheet, with BUILT-IN carbon, top 
ond bottom sofety margins. Available 
in DUPLICATE, TRIPLICATE and 
QUADRUPLICATE sets 


Penny Labe! Co 
15 Murray St 
New York 7, N 
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Private School Prospects 


Does your business depend largely on 
the p-tronage of tamales hich can afford 
the better things in life? Ii so. you can 
matenally increase it by bringing your 

or ‘ h st o 


tory to the tent 
EXECUTIVES WITH YOUNGSTERS 


Higher Income Brackets 


Because of our dea'ings with the big 
ile insurance mpanies we have the 
names of 45.0 executives. professiona 
men end the like who have youngsters 
under 20 years of age mostly under 12 
These ncm are used principally by 

high ass photographers 

others who have expen 

Our master ard files 

ages of the children and 

r names. A high per 

t the oarents have three or more 
youngsters. This of course makes it pos 
sible to limit your list to whatever ages 
you prefer. The names may be had either 
th the ame and address of the parents 

t . r ude the age and 

le. the name of one child 


Free Catalog 


lt iw i like to know more about 
this listing we be glad to send you a 

py of folder REPK. Naturally. it's 
ours for the asking 


INSURANCE DIVISION 
Investors Listing Company 


1S West 45th St. New York 19. N. Y 











Does Anybody 
HATE Gravy? 


Not ‘ 


ie gravy 





ig word 
AND SONS. ING 


K Ww | 


THE “HOMEWORK” 
SITUATION 


D-R SPECIAL LIST BUREAU 


DIVISION of DICKIE-RAYMOND 


521 Fifth Avenue, New York 17 
80 Broad Street, Boston 10 


Member National ¢ neil ef Mailine 
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PIE in the sky 


If you believe “better Art is better Business,” it's time 
to try the Jefferson Air Mail Art Service 


DMAA PROGRAM Whether you need layouts, rough or comprehensive, 


booklet, broadside or folder design, lettering, type-sets for 

} reproduction, retouching or finished art Jefferson can put 

Here 1s rhea — P just the right man on the job, so you will get the freshness and 
the pr gram t t nnual mn feeling and competence you've been looking for 


And you get it fast to meet the deadline you set 


There must be an art problem on your mind right now 
Why not shove it off on us? Just tell us what you're up against 
by letter, wire or telephone (PLaza 8-2455). We'll quote 
prices and give you a delivery date before proceeding. Ther 
we'll fly at it! 


424 MADISON AVENUE 


the JEFFERSON COMPANY Inc. vw vorev, «.¥ 


Plora 68-2455, 2456, 2457 
send 


the Schroeder 





fast Speakers 


program take up a 


sors LAST CALL! 


for the finest Convention Issue of THE REPORTER ever pub- 
lished ... the best advertising buy we've ever offered. 
This year the issue will be a complete course in direct 
advertising. All the formulas and fundamentals in 
all phases of this very big subject will be included. 
It will be a “book to be kept.” And as such, 
an excellent issue for advertisers of lists, 
envelopes, paper, equipment, supplies, 
direct mail agencies and services, 
printers, lithographers and letter 
shops. Regular rates apply 
Closing date September 
21st. Write The Re- 
porter of Direct 
Mail Advertis- 
ing, Garden 
City, 
N.Y 


INTEREST AT A PEAK 
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IND DRAWINGS direct 
: ¥y Studio at hore om 
it erate ost Write tor tree 
} 


i pieces | ave designed 


| 116 WEST CLINTON AVE. 
RAYMOND LUFKIN ten arty, NEW JERSEY 

















MAILING 


OF GUARANTEED ACCURAC 


INDUSTRIAL LIST BURE, 
iS Astor Place, New York 3, N. Y 





IER TOK 


UWNCORPORATED 


Since 1872 





Mea ae, AVER 
SS OTOENGE 





460 W. 34th ST., N. Y. C. 
LONGACRE 4-2640 
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graph Corp., Rochester, N. Y.; George 
Welp, International Printing Ink, New 
York; J]. Tom Morgan, Jr., Litho 
Krome Co., Columbus, Georgia; W 
Irvine Twilley, The Lowe Brothers 
Co., Ltd., Toronto, nada; W. D. 
Molitor, The Jaqua Co., Grand Rapids, 
Michigan: Fred Rudge, Fisher & 
Rudge, New York: Mervin D. Cook 
sev, Brown & Bigelow, New York; 
Elmer S. Lipsett, S. D. Warren Co 
Boston, Massachusetts; Leslie Davis, 
The Wall Street Journal, New York 
Lloyd | Wood, National Wildlife 
Federation, Washington, D. (¢ Wil 
liam M. Proft, William M. Proft Asso 
ciates, East Orange, N. J.; Miss Mariot 
F. Armstrong, Time, Inc., New York; 
H. C. Henderson, McGraw Hill 
lishing Co., Inc., New York; H. Kurt 
Vahle, Cupples-Hesse¢ orp., St. Louis, 
Missouri; Walter M ngsdort, Ten 
sion Envelope Corp., New York; Rob 
ert | Fenton, Street and Smith 
Publications, New York; 
4. Vander Ply, Advertising Letter 
Service, Detroit, Michigan; | Ty 
roler, Mail Advertising Service Ass'n 
ot New York City, Inc... New York; 
Roy G. Rylander, The lander 
Chicago; James M. 
Selective List 
chusetts: George 
R. Bryant Co., » Ch 
Kleid, Mailings Intorpor 
York; O. E. Palmauist 
Dement Advertising Corp., licag 
H. H. Geddes, Direct Mail Division, 
R. L. Polk & Co., Detroit, Michigan 
E. Watson, Creative Mailing Serv 
ce, Inc., Freeport, N. Y Mary (¢ 
Sullivan, D-R = Special List 
Boston, Massachusetts; George Dug 
dale, The Drumeliff Co., 
Maryland: T. J. Lindley, The Inter 
national Nickel Co., Inc., New York; 
Roger Clapp, Linton Brothers & Co., 
Fitchburg, Nelson B. 
Wentzel, Deputy 3rd Ass’t. Postmaster 


Robert 


Bureau, 


Towson, 


Massachusetts 


General, P. O. Department, Washing 

n, D. C.; Arthur Martin Karl, Names 
Unlimited Inc., New York; Walter Bel 
knap, Time, Inc., New York; H. A. 
Harris-Seybold, 
Ohio: Frank Gerhart, American Type 
Founders, Inc., Elizabeth, N. J.; L. Z. 
M ithany, Foote x Jenks, Inc . Jackson, 
Michigan; A. Mitchell, Chicago, Ih 
nois; Charles R. Pope, Remington 
Rand Inc.. New York; Thomas F 
Fleming, Remington Rand Inc., New 
York; Joseph R. Vergara, Harper & 
Brothers, New York. 


With all the brains and know-how 


Porter, Cleveland, 


represented in the listings above ‘ 
there should be plenty of ideas floating 


around Milwaukee in October. 


RESUMING “CORDIAL 
CONTACTS” 


After too long a lay-off due to 
lIness, Jack Carr has resumed mailing 
s monthly cordial contacts to custom 
and prospects His first letter de 
ves reprinting here. At top of his 
egular letterhead (from 1285 N. W. 
22nd Ave., Miami, 


lighted this slogan, 


lorida) Jack spot 
“Come to Florida 
and Get the Breaks.” Then .. . this 


mimeographed letter 


Like Most of the Impulsive Irish— 


I've always been a great believer 
n signs And when I was much 
younger everything I read or said 
was Gospel trut Never stapped to 
rate 


nvestig 
sometime in the mid 


igns like the above were dis 


gi 


twenties 


played in every railroad tcket ofhce 
North I was in the 
mood to respond 

We were having one heluva cold 
winter in Milwaukee. When the win 


throughout the 





a 
/ 


CHICAGO . 
NEW YORK... 
LOS ANGELES . 





As Your Mailing List Broker 
Here's wHAT GEORGE R. BRYANT witt vo ror vou 


\ Make custom consumer direct mail list selections for your offers 
Use mailer-owner direct mail and mail order experience for you 
Give practical understanding to your individual problems 
Speed service for you from New York, Chicago or Los Angeles offices 


Obtain revenue for you through careful rental of your lists 


YOU CAN REACH uS AT GEORGE R. BRYANT COMPANY 


75 East Wocker Drive, Chicago | . 
595 Madison Avenue, New York 22 © MUrray Hill 8-2652 


122 East 7 Street, Los Angeles 14 © VAndyke 9868 
Member National Council of Mailing List Brokers 


~ 


STate 2-3686 
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better 
production 
brings 

better results 


There's a best way to produce 
direct mail . 

MASA members study the best. 
most effective. ways of produc- 
tion; support research and fact 
finding: share knowledge of im- 
proved methods. Their object is 
better results for you. When you 
try to “save” money with “cheap” 
production you tamper with re- 
sults. 

To check the effectiveness of your 
production source . . 

— eay. “Ase you MASA?” 


IRCE tor Creative 


r about post 
better direct mail 


mes of MASA 


embers nearest you, write 


Mail Advertising 


Service Association 
18652 Fairfield Avenue 
Detroit 21, Michigan 


MASA 





Distributors Wanted 
To Sell Type For 
Multigraph Machines 


Opportunity ¢t xclusively rep 


resent in your territory UNI-BAR 
FASTYPI MPANY The 
1! 


nationally 


MpPoOsition service 
cutting production 

, 

ncreasing multigraph 


beral profits and free 


aids Reply on your 








» 
Copy 


that no 


job it Macy's 
| quickly learn 
he line—the 
construc 

ter support, its 
You will learn 
inswer their 


r objections 





REPORTER'S NOTE: Amen to all of abowe 
good logic which originally appeared in May 
issue of Executives’ Digest. issued monthly 
by Waterston & Fried. Inc.. 347 Fifth Avenue 


BREAKING New York 16. N. Y. Too many people try to 
write direct mail without knowing the funda 
mentals of (or love of) selling Good marks 


INTO ADVERTISING in English are not the primary qualifications 


of a letter writer 


By Harry Warerston 





TEN BASIC ATTITUDES tne toh ae the nhating ©6F LEE LETION 
FOR SALESMEN 


omposit 
< ry 





; PROTECT that have 
been 


merit-tested 


Industrial List Bureau 
45 Astor Place, New York 3, N.Y. 


Microfilming Corporation of America 


A A te ee te te te te 


AA AAAAAAAAAAAAAAAAAAMRDA De 
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vver OF years) 
Company employs 


two mailings | 


major trade shows, constitute 


ales eflort (aside from rot 


spondence.) 


Those who think retatl buyers 


cannot be “sold” by mail i those 
who are afraid to use lou pressure, con 
s¢€ t t 5 i should profit by 


reading Mr. Lauth’s sound lett 
this part 


Incidentall } 


producing excellent 


is equally good.) 


Greetings, Friends, 
Here we are in another 
rain we bring you ‘dow! 


that may help you in 
Fall and Christmas 
But first, an excerpt fror 
last JANUARY, 
“When you place an order, 
present economic conditions, you are 
not simply ‘buying’ merchandise 


Oh, no! You are spinning the wheel 


ot tortune and you ve mucl 


stake. 


We have done no ‘scare 
have onstantly ! ! 
scare buying’. 


shortages 


The w despre ad 
supposed to exist in January wer n 
winary ind they DON’T EVEN 
EXIST NOW 
De ilers who wert 


goad 


We sul mi id NORMAI 
BUYING for tutur weeds and 
“ stress the portance of GOOD 
MERCHANDISE that represents 
sound CONSUMER VALUE an 
es you STEADY TURNOVER ar 
AIR) PROFIT. That, triend is 


uy 


"W 


lurabili 


HAWKEYE is consid 
ling ‘consumer value 


very Stat 
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who order by mail year after year. We 


to them and will con 
their 


ire very grateful 


tinue to do our best to repay 
loyalty 
with 


To those who are amuiliar 


Hawkeye we offer two-pronged 
issurance and invite a trial order, 
GUARANTEE OF SALE—Order 
a shipment. Put it on your 
Hoor. If it does not sell 
better by comparison, re 
turn it at our expense. 
GUARANTEE OF QUALITY 
You and your « istomers 
must be satished or we re 
lace without charge 
New Hawkeye catalog for Fal! 1951 
is enclosed. Price list and env-o-blank 
are included. You will find it very easy 
to order from it Every item i » actual 
color. De scriptions complete yet brief 
you just the facts you want. 


SALESMAN’. 


! 
man. Savings in 


to give 
Che cat ilog Is Our 

to order by 

ilong to 


expense are passed 


n lower prices and better ‘con 
sumer values’. 


NOW 


Order conservatively, of 


is the time to order for Fall. 


course, but 
please don’t wait Then you can re 
order best sellers in September for 
Christmas. 


! | 
riy reta 


+} 


Remember, 45 ot total 


sales of this merchandis 


in the four months of Septem 


October, November and Decem 


We will 


Wott 
you Will like our prompt ind courteous 


appreciate your order and 


ry truly, 
GTON BASKET CO, 


Lauth 


Pre s. 


Zone 
issures your margin over 
Keeps you 


located 


Fre ght cost $s no obstacle 


' 
price list 


landed cost competi 


ve wherever 


DEPARTURE 
FROM THE ORDINARY 


To chard Ww 


' hI 
propandly rp sed ) yoes a resound 


Dittmer 


tor violating the 
customary 


« national 
advertisers. Briefly . he 


technique of most 
| sees to it 
that inquiries trom national ad ertising 
ire handled promptly, carefully and 
skillfully. 
Here's the 
The wife of ¢ 


rn Industry, 400 


New 


story. 
rarles ¢ Baake ( Mod 
Madison Ave., 
York 17, N. Y.) sent a 


° penny 





divide; 
PRINTING 


RABBITS rarely 
they = multiply. 

multiplies worps faster than 
you can split hares. Let The 
House of Dyal, with our 
WORDS Or yours, Increase your 
your 


sales by multiplying 


Messages. 


| dial DYAL for 
PRINTING 
ORchard 4-0623 


THE HOUSE OF DYAL 
Printing - Advertising 
New York 3, N.Y 


30 Irv ins Place 











Lists J] 


Industrial List Bureau 
45 Astor Place, New York 3, N.Y. 





ENGAGEMENT 
LIST SERVICE 


What is it? 
A new mailing list service delivering a 
month-in and month-out quantity of up 
to the minute prospects from the greater 
New York area Engaged Girls 
Parents of Engaged Girls. Engaged 
Men 


How many? How often? 
250 names every two weeks (no name 
is EVER more than two weeks old) 


How much? 
$7.50 per 


Who can use it? 
Any business selling to the engaged 
market. During this coming year nearly 
2.000.000 future brides and grooms will 
spend billions of dollars on goods and 
curtain rods to 


month (i'¢ per name) 


services ranging from 
honeymoon cruises. You can now reach 
the New York market by using the 








Moore Associates 

Babson Park 57. Massachusetts 

Please send me a month's trial of 
Engaged Girls (S00 names 
Parents of Engaged Girls 
(S00 names $7.50) 
Engaged Men (S00 names $7.50) 
Let's hear more about the lists! 


$7.50) 


Name 
Company 
Address 

City & State 











Aou 


To réduance 
4 Promising Career 


handising-minded 


A mer 


py writer, suffic y ex 


c er ‘ 
perienced to realize the chal 
’ jirect mail offers, can 
n interesting and 
niche for him 
1 progressive St 
printing organiza 


f the job ex 
knowledge f the 
| f distribution 
and desire to write 
for th modern buyer 
rather than posterity, plus 
pride in his work offset by 
refreshing humility Dur 
ing his more than 30 years 
on this earth he has ab 
sorbed a few 


ability 


bumps and 
bruises from sales in-fight 


ing (personal selling) 
He will come to a firm f 

ed in the ( lidge 

He will fi that his 
associates 

two about direct mail ‘ 
number of DMAA Awards 
in Best of Industry compe 
tition will attest. Space and 
radi ind adver 
tising won 

he s he idec 


frankly 


SINnceE 
pany that f 
printing business with over 


ccounts, about 10¢ 


ative 


When he talks with his pro 
ective employer, he will 

hat the job has a 
pleasant present and a 
fascinating future. Mean 
while. if you're the guy 

see what sort of per 


r 
t 


ietter you can 


ESS 


Advertising 


N. ¥ 


Garden 








rd to Pittsburg Plate Glass 


ury 

isking tor information about 
described in an ad in one of 
ter magazines. In less than one 
ter card was mailed, Mrs. Baake 
ed this personally typewritten let 
tf course done on an automatic 
perfectly) on the sta 

he Pittsburgh Plate Glass 


Way, Pitts 
} 


The letter deserves and 


typewriter 
Duquesne 


blicity this reporter can 


So ... hurrah for Richard Dittmer 
and all his assistants who know how 
t contacts 

Their 


but so dif 


gent direct 


© use intell 


to support national advertising 
technique ts ural . 
ferent from boorish and indifferent 
Dr ish-offs piven vy sO many nat onal 
advertisers. Some don’t even bother to 
answer 1 

The Pittsburgh Plate Glass Company 
is surely getting its money's worth from 
their 


writers. With brains 


investment mn automatic type 


behind them 


One Advertising Man 
to Another 


GEORGE KINTER’S MONTHLY LETTER EXPRESSING 
ONE MAN’S OPINION 


lipped a piece, Henry, from an ad 


tising journal and hied it for com 
ent, but my hling system is so com 


I can’t find it. However, I 


recall that the piece was by an adver 
t iy agency head It 
his had ; who wanted 


seems that a 


agency head 

‘rviewed the boy, but when he 
nd that he had no sales experience, 
boy would not 

copy writer and = this 
to write the piece 
advanced some old 
the subject, such as | 
tor years deas that 


} 1 
veen proved COCK 


nh some respects 
writer 


name of the agency the 


of the piece headed did not click with 


t think it can be handling 
vig-spending ad 


the copy turned 


is certainly 


writers with 


lusion that 
two distinct 
successful 

is not de 
xced by writ 
I doubt if 
has made a 
Ww who could 
pass the copy 
agency and by 
convinced that 
er handling the 


1 
| 


who could land a 


his copywriting 

experien 
It | were 1 had any 
risk the 
of copy 


and 


loose 
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CLASSIFIED 


ADVERTISING 














M 


ADDRESSING .. . TRADE 
Victor—Addressing for the Trade 


UL. 3-3800 





ADVERTISING AGENCIES 





DIRECT MAIL ASSISTANT 


For Sale 


ADDRESSOGRAPH CABINETS 


133 lock end trays 


HELP WANTED 


HOUSE ORGANS 


THE CRIER ADVERTISING SERVICE 
1836 Euclid Ave. Cleveland 15, Ohio 





LIST SERVICE 





MAILING LIST CARDS 





MAILING LISTS 


MULTIGRAPHING SUPPLIES 





OFFSET CUTOUTS 


es f 





RESEARCH 





SALESMEN WANTED 


WANTED 








SPECIAL 
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Need some help 


in building and maintaining you: 
mailing list? 


“The Plain Jane of 
Direct Mail” 


a booklet packed full of basic in 
formation on all phases of list 
maintenance and list building. 


Send 50¢ to 
The Reporter 


53 Hilton Avenue 
Garden City, Long Island, N. Y 











AW, HELL!! 





KIDDING THE HIGH 
PRESSURE BOYS 


Vt. 4 ) 
\ | » Co 


THE REPORTER OF DIRECT MAIL ADVERTISING 








DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 





ADDRESSING MAILING LIists—HBrokers 


ADDRESSING THK ADE 


ADVERTISING AGENCY 
ADVERTISING ART 
MAILING LISTS—Compilers & Owners 


AL TOMATIC PrYVPRWRITERS 


AL TOMATIC PYPEWERITING 


A“d44Addao 


COLLATING MACTIINE 


COPYWRITER (bree MATCHED STATIONERY 
VESSENGER SERVICE 
pikeevy WMA AGENCIES 
VETERED MAIL FQUIPMENT 
MICKOPILMING 


MULTIGRAPH TVPt 


OFFSET PRINTING 
PVE TLOPrES 


PAPER MANUFACTURERS 


PHOTO ENGRAVERS 
‘ ith 
PHOTOGK APIS 


PLATES & STENCIES 


ENVELOPE SPRCTIALTIFS 
PRINTERS & LITHOGKRATHERS 
HoOtsSh ORGANS 
IMPRINTERS SALES LITERATURE ‘ ‘ 
PRINTING FQUIPVENT 
LABEL PASTERS 


KRERUIET MATL ROOM MACHINES 


STAPLING MACHINE 


STENCIL CUTTING 


& ADDRESSING 


‘ 


LETTERHEAD 
TRADE ASSOCTATIONS 
wal ADDRESSING STICKERS 4 


MAIL ADVERTISING SERVICES (Lettershons« TYEKS 


TIPPER FACES 
TYPEWRITERS 


' h Avenue 


VITAMINS AND MINERALS 


PTEMBER 








SHORT NOTES 


ation Fortune” had photographers on 
the job throughout the convention. After 
Fortune™ ad 
vertising department prepared two 
elaborate brochures. One. a 12-page 
oliset job giving a pictorial and word 
report on all that happened at tie 
»nvention The pocket type 
portfolio, contained 40 glossy prints of 
the best pictures taken during the con 
vention. Complete sets of prints were 
sent to everyone who appeared in any 
of the pictures. One of the best con 
vention follow-up jobs we have ever 


it was all over the 


other 


seen. 


@ CONGRATULATIONS TO OUR OLD 
FRIEND and DMAA member, Fernand 
Hourez of Bodden & Dechy, Brussels 
Belgium for winning the top award ol 
the British Direct Mail Advertising As 
sociation for the best direct mail cam 
paign of 1950. Awards were presented 
during the International Advertising 


Conference 


@ WERE WE SURPRISED when we re 


ceived recently a price list from the 
United Distillers Products Corporation 
Amston, Connecticut? Old Taylor Bour 
bon was listed at $10 a case: Johnnie 
Walker Scotch at $13.85 a case. After 
recovering from the first shock we 
discovered that United Distillers had 
reprinted (as a gag) their advertisement 
in the June 1916 issue of the “Liquor 
Monthly How 


Dealers times haves 


hanged 


@ WE RAN AN ITEM in the July Short 
Notes Department about the letter mai! 
ed by The Masterpiece Studios, Troy at 
2ist Street. Chicago 23. Illinois. Com 
mented on the eight typographical mis 
takes. We have since heard from M. T 
Horwich, president of The Masterpiece 
Studios. The mailing went to printers 
all over the country. It was reasoned 
that it is difficult to get printers to 
read printing but they are conscious 
of typographical mistakes and corre 

ording to Mr. Horwich. the 
stunt worked exceptionally well. The 


tions Acc 


letter was just “tricky enough” to bring 


satisfying results 


@ THANKS to E. A. Walz. Jr 
of Traveletter Corporation. 22 West Put 


president 


nam Avenue. Greenwich, Connecticut 


for his fine cooperation in fighting 


against postage raises. He reproduced 
on his letterhead our article from the 
June issue on “The Postal Situation.” 
He added a six-line typewritten mes- 
sage and mailed the letter to all mem 
bers of Congress. 


@ A BIG PAT-ON-THE-BACK should go 
to Martin Baier of Tension Envelope 
Corporation, 19th & Campbell Streets 
Kansas City 8. Missouri... for a beau 
tiful job of building good will. Inter 
national good will. We happened to 
see carbon copy of a two-page letter 
Martin wrote to a fellow in England 

who wanted some information 
about standard sizes of envelopes in 
the U.S. Tension could not possibly 
get any business out of this inquiry 

but Martin very kindly took his 
time to describe all the pieces he was 
sending as a gesture of friendship and 
helpfulness. This case so much dif 
ferent than a case which popped up 
months ago. An American 
manufacturer (national advertiser) re 
fused to send information or a sample 
portfolio to a Canadian inquirer 
because goods could not be sold in 
Canada. We think such rude brush 
otis are silly. So to Martin Baier . 
thanks for being a living example of 
he good neighbor policy. 


several 


@ ENJOYED READING the 1950 Annual 
Report of the Cuna Mutual Insurance 
Society of Madison, 
Hamilton, Ontaneo. Canada. Cuna Mu 
tual is a non-profit insurance company 
and is owned and operated by the 
credit unions and credit union members 
which it insures. Have no salesmen 
Do all selling by direct mail. The 20 
page. 8' by 11 inch Annual Report 
called “IS Years of Building.” is a 
humanized mixture of history and sim 


ple statistics. Well done. 


Wisconsin and 


@ CY FRAILEY. the perennial crusader 
. has come up with 
another book. Title: “The Sales Man 
agers Letter Book. Published by 
Prentice-Hall. Price $5.65. Cy has ex 
panded the material in “Smooth Sailing 
Letters” and some of his other books 
to give the busy sales executive a 
manual of workable letters. There are 
more than 400 letter examples in the 
500 pages. Contains Cy’s usual down 
to-earth advice on writing good letters. 
Worth having in your library. 


for better letters . 


@ A LOUD HURRAH! The Post Office 
has finally started definite 
against the publishers of phony direc 


action 


tories . those guys who have been 
flooding your mail with circulars which 
look like bills . 
on a tipped on listing clipped from a 
phone book and for a check paying for 
an insertion in a new directory (pub 
lication date. if any. uncertain) 

On August 27th a “fraud order” was 
isued against one of the New York 
outfits at 150 Nasua Street. Before this 
issue reaches you . . . other orders wil 
probably have been issued. It has 
been a long fight to wipe this racket 
out of the mails. THE REPORTER has 


been hammering and needling for 


asking for an O.K. 


years. 

The National Better Business Bureau 
has done a swell job, assisted by all 
the evidence sent in by you readers of 
THE REPORTER. May take some time 
to effect a complete clean-up. So many 
outfits operating—all using just about 
the same forms. Reason for so many 
employees of one saw the easy money 
coming in so started phony com 
panies of their own. using same style 
of mailing pieces as former employers. 
Send your pat-on-the-back letter of 
appreciation to John Burke. Vice Presi 
dent. National Better Busines Bureau 
Chrysler Bldg.. New York 17, N.Y. He's 
been carrying the ball on the long effort 
to rid the mails of one of the shadiest 
rackets. Remember .. . all rackets 
hurt the lecitimate users of the mail 
Undermine public confidence in mail 
appeals. So continue to send to THE 
REPORTER any evidence which in your 
opinion constitutes misrepresentation or 
actual fraud. We'll work through the 
proper channels. 


@ THE NEXT REPORTER (annual pre 
convention issue) will be something en 
To tell the truth. it was 
completely finished before we sot a 
round to editing this September issu 
The October Reporter will be for all the 
beginners in direct mail . for all 
the people in your organization who 
want to study all phases of direct mail 
We hope the old-timers and the hard 
boiled professionals won't be too severe 
in their criticisms. Perhaps they will 
review the 


tirely different. 


want to outline to see 
whether we've gone off base in our 
advice about fundamentals 

At any rate the next issue to 
reach you will contain a complete study 
program covering the entire field of 
direct mail. The material can be used 
for internal company training or for 
local study groups. Nothing like it has 
ever been attempted by any trade pub 
lication in any field. It will either be 
a big success ... or fall flat on its face. 
Watch for it! Be prepared for the 
longest and most elaborate text you've 
ever found in The Reporter. You can 
throw your bouquets or brickbats in 
Milwaukee 


H. H. 


THE REPORTER OF DIRECT MAIL ADVERTISING 























\ 


wl | Or this 





\ 


For an extra fraction of a cent per copy bright, durable, eye-catching Hammermill 
Cover will make them want to read... and keep... your sales catalog! 


e difference between a catalog that months after you send them out. Hammermill Cover 
wastebasket and on hz comes in eleven attention-winning colcrs and a 
bright white. You can depend on the quality and 
have an important sales _ printability of this sturdy, “‘like-sided"’ cover paper 
and interesting because it is backed by the “Hammermill’”’ name, 
ccepted by thousands of buyers of business printing. 
Send the coupon for a sample 


book. No charge or obligation. 


er Company 


ad, Erie 6, Pennsylvania 


me— FREE—the up-to-date sample Look of 


COVER 


BY THE MAKERS OF HAMMERMILL BOND 
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EASY ON THE PRESS...EASY ON THE EYES 
8 STREET 


IN RNATIONAL 


TICONDEROGA TEXT 


When you need a match, specify Ticonderoga Text 


. match envelopes and coverweight in 7 watermarked } 


colors plus cream and Brite White, laid or wove, plain or 


deckle-edged. You'll get truly distinctive appearance in 7 
brochures, book jackets, programs, menus, announcements, = 
bo 
. 


a 


etc... . at surprisingly low cost. Versatile Ticonderoga P 


Text is easy on any press... offset, letterpress or gravure. 
International Paper Company, New York 17, N. Y. Vv 


Vv 


wy 
» MWyj / 


INTERNATIONAL PAPERS 


for printing and converting 





